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In recent years, the steel trade dispute has rumbled on, with a lot of news being 
bandied about regarding steel traders. This includes stories of steel traders running 
away or declaring bankruptcy, and the fracture of steel traders in debt funds. Even in 
Shanghai's financial industry with the slogan "Prevent theft, prevent stealing, prevent 
the steel trade", the steel trader’s position is very precarious. The steel trader situation 
has not only been caused by environmental, policy, and management factors, but also 
by internal factors within the steel trade industry. 
Since the 2008 financial crisis, steel products have excess-capacity, the industry 
demand has decreased, banks have experienced the credit crunch, destroying some 
steel trader’s businesses. The steel trading industry has been on its knees, and the 
industry has to find a way out; steel traders are facing a dilemma of hitherto unknown. 
The way out of this predicament not only depends on the external environment, but 
also on whether it can enhance their own competitiveness, open up sales channels, 
improve sales performance; it’s sink or swim time. In this way, a study of the steel 
trade marketing channels could be valuable in making steel trade business marketing 
plans and improving profitability. 
This article will analyze the current situation of the steel trade from marketing 
channels, looking at related data from 2007 to 2012. The goal is to find out the 
existing problems in the steel trade channels compared to developed countries, 
combined with the development strategy of marketing channel theory, it raises the 
corresponding developing strategies. 
Through the analysis, the article purposes that the steel trade industry in China’s 
strategies can be combined with the actual situation to adjust the structure of 
marketing channels, and the corresponding management to members in marketing 
channel. From steel trade marketing channel developing strategies, we can learn from 















the road of industrialization, consider the development of enterprises, and become a 
country strengthened by trade-oriented comprehensive service enterprises. 
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员企业利润同比下降 98.22%；实现的利润为 15.81 亿元，协会会员企业全年亏
损累计达到 23 户，同比增加了 15 户，亏损面达到 28.75%，亏损企业亏损金额
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